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ABSTRACT 
 
The advent of Mobile money revolution is sweeping the world today and this is 
evidenced by the fact that there are over 2 billion people having cell phones in a world 
where  over 2.5 billion adults do not  have bank accounts (Penn. M, 2011). The 
discovery and innovation of a mobile phone as a link to formal and informal financial 
services has brought about Mobile Money Transfer (Ghosh, I., 2012). Mobile Money 
Transfer aims at ensuring financial inclusion for the unbanked by facilitating convenient 
and efficient financial transactions for the economic empowerment of all people 
especially hard to reach communities. Notably, at global level, financial sector reforms 
that promote financial inclusion are increasingly at the core of the international 
development agenda for policy makers and development institutions (Ardic, O.P., et al,  
2011).  
 
Thus, this study was undertaken to understand the Mobile money impact in Malawi with 
focus on Airtel Mobile Money. Both primary and secondary data provided valuable 
information from which findings were drawn.  Among other things, the study indicated 
that Mobile money in Malawi has assisted in alleviating poverty by creating employment 
to some people and improving productivity through alternative means of paying bills 
without necessarily travelling far or handling cash insecurely apart from empowering the 
poor and unbanked with a secure , reliable and efficient mobile money transfer service.   
 
The conclusion however from the findings is that poor network availability is a deterrent 
to accessing mobile money as it also affects quality of the service thereby impacting 
negatively on customer satisfaction.  
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CHAPTER ONE 
1.0 Research Title:  
ASSESSING THE IMPACT OF MOBILE MONEY IN MALAWI –A CASE OF AIRTEL 
MONEY 
1.1 INTRODUCTION  
Mobile money is making a significant impact in bridging the digital divide between the 
developed and the developing countries making millions of poor people to use handsets 
to transfer money, pay for goods and access sophisticated financial services (Donavan 
,2012).  There are a number of definitions used to explain Mobile money. One of the 
definitions is widely used to describe Mobile money as banking and financial 
transactions using mobile phones or devices (IFC, 2011).  
The introduction of mobile money transfer service in some parts of Africa has brought 
about accelerated development due to its nature of facilitating financial transactions in a 
quick, safe and fast way.  Globally, the telecommunication industry has exponentially 
grown since the invention of the transistor in 1947. This rapid growth means that the 
way consumers access and use telecommunication services is also changing. This 
change has shown that globally, countries have the opportunity to empower 
marginalized population with Information, Communication and Technology (ICTs) . 
Notable among these changes is the opportunity for mobile phones to propel 
development due to their ability to easily leapfrog the infrastructure barriers in remote 
and rural areas worldwide (ECA Report, 2009) .  
Mobile phones are slowly making a significant impact to financial service providers 
especially on the world of banking generally. In Africa , for instance, the expansion of 
mobile phone networks has enabled financial services to reach the unbanked and 
unsaved population through mobile money. 
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This study seeks to undertake an assessment of the impact of mobile money by 
studying Airtel Money in Malawi as a case study. 
 
1.2 Defining Mobile Money 
There are many definitions of electronic money (e-money) and m-money as follows: 
E-money - refers to payments made using prepaid cards, debit and credit cards, loyalty 
cards, automated teller machine (ATM) cards, gift cards and store cards, as well as 
mobile phones and near-field communication (NFC) –enabled cards. 
  
M-money, which is a subset of e-money, refers to financial services and transactions 
made on a mobile phone. It is not always the case that these services are tied directly to 
a personal bank account (IFC, 2011). Services offered on the mobile money platform 
include sending a text message to banks to pay bills, receive payment and transfer 
money. 
  
1.3   The Advent of Mobile money and its adoption 
 
The first Mobile money service was developed and launched in Kenya  in 2007 by 
Safaricom, and today there are 15 million mobile money customers making it the most 
popular and successful mobile money in the world(IMFI, 2011). 
  
Money Transfer is a technology that was to create a service which allowed microfinance 
borrowers to conveniently receive and repay loans using the mobile phone. This would 
enable microfinance institutions (MFIs) to offer more competitive loan rates to their 
users, as there is a reduced cost of dealing in cash. The users of the service would gain 
through being able to track their finances more easily. But when the service was trialed, 
customers adopted the service for a variety of alternative uses; complications arose with 
Faulu, the partnering microfinance institution (MFI)Hughes, N., & Lonie, S. (2007).  
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Today mobile revolution is sweeping the world and this is evidenced by the fact that 
there are over 2 billion people having  cell phones in a world where  over 2.5 billion do 
not  have bank accounts (Penn. M, 2011).   
 
Due to its convenience today, the service has spanned through to at least 89 countries  
around the world with a total of 255 mobile money services in operation (MFS report, 
2014).  
 
1.4 The mobile money transfer service that is Airtel Money  
 
 Airtel Malawi launched Airtel mobile money in March 2012 as a mobile-based payment 
service targeting the un-banked, pre-pay mobile subscribers. The service comprises a 
simple registration process to set-up a customer’s new Airtel money account into which 
they can deposit and withdraw cash at a large number of Airtel’s re-seller airtime 
distribution agents. Making a deposit is a similar process to topping up their airtime pre-
pay balance: the account identifier is the mobile phone number and the customer goes 
to the very same place that they would go to buy airtime. There the similarity ends; the 
Airtel money account is entirely separate to the pre-pay airtime credit. Once registered, 
the customer can send funds to any other phone number, on any network (Nardi Steve, 
2000). The receiver gets a text message that can be taken to a re-seller agent and, 
cashed in, enabling person-to-person money transfer instantly over large distances. A 
customer can also use their Airtel money account balance to buy goods and services 
(including airtime credit for any other Airtel pre-payphone).  
 
Airtel money is a branchless banking service, meaning that it is designed to enable 
users to complete basic banking transactions without the need to visit a bank branch. 
The service allows its customers to use their mobile telephones to buy airtime, send or 
receive money, manipulate their bank accounts, store value in an account linked to their 
handsets and pay bills.   
Airtel is the World’s second largest mobile telecommunications company by 
subscribers, with over 315 million subscribers across 20 countries as of February 2014. 
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It is the largest cellular service provider in India, with about 200 million subscribers as of 
November,  2013 , (Bharti Airtel report, 2014).  
As at the end of December 2014, Airtel Money had a total registered customer base of 
over 720,000 and a registered agent network of about 16,000 throughout the country. 
Its eco-system comprises integrated banks, bill payment partners like ESCOM 
(electricity) and Water Boards, individual merchants and of course the agents. 
Airtel Money was set up to, among other things, assist in economic development 
through contributing in the financial inclusion agenda. With the pervasive network 
coverage which includes rural areas, customers are able to participate in financial 
transactions via their phones. Through Airtel Money, such customers are now able to do 
the following transactions; sending and receiving money , Paying bills, Buying airtime 
via the phone,  Accessing their bank account via the phone, if they have a bank 
account, and are able to check their bank balances and statements via phone, Sending 
money from the Airtel Money wallet to their bank accounts and vice versa, Buying 
groceries and paying for services. 
The service comprises a simple registration process to set-up a customer’s new Airtel 
money account into which they can deposit and withdraw cash at a large number of 
Airtel’s re-seller airtime distribution agents. Making a deposit is a similar process to 
topping up their airtime pre-pay balance: the account identifier is the mobile phone 
number and the customer goes to the very same place that they would go to buy 
airtime. There the similarity ends; the Airtel money account is entirely separate to the 
pre-pay airtime credit. Once registered, the customer can send funds to any other 
phone number on the network (Nardi & Steve,  2000). The receiver gets a text message 
that can be taken to a re-seller agent and, cashed in, enabling person-to-person money 
transfer instantly over large distances. A customer can also use their Airtel money 
account balance to buy goods and services (including airtime credit for any other Airtel 
pre-payphone).  
The nature of Airtel money is that of a branchless banking service, meaning that it is 
designed to enable users to complete basic banking transactions without the need to 
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visit a bank branch. The service security is through password encryptions exclusive to 
the customer registered on Airtel money. Airtel network covers over 85% of the 
geographical population and it has over 30,000 airtime distribution outlets.  
 
1.5 Malawi’s Socio-economic status 
 
Malawi is among the least developed countries in the world and one of lowest ranked 
nations in the sub-saharan Africa ranked at number 174 of the 187 globally with a Gross 
National Income (GNI) per capita of US$715 on the United Nations Human 
Development Index.  The country’s economy is agro-based and  the agriculture industry 
was expected to grow by 6.1 percent in 2014 as compared to 5.9 percent in 2013 with a 
reduced projected growth forecast of 3.9 percent in 2015(RBM, 2014) .  
 
 The country’s economic growth has continued to increase slowly over the years . The 
rate of growth of GDP in 2014 was estimated at 5.7 percent with this growth largely 
driven by expansion in the agricultural; information and communication including 
wholesale and retail trade sectors (Doing Business, 2015).  
 
In September 2013, revelations arose about gross looting and glaring misappropriation 
of public funds through fraudulent transactions carried out within the government’s 
Intergrated Financial Management System (IFMIS) popularity known as ‘cashgate’.  
This public finance mismanagement scandal has led to the withdrawal of budgetary 
support by development partners putting pressure on the government fiscal accounts by 
enlarging the country’s fiscal deficit and its off-budget payment arrears increased 
(Malawi Economic Monitor, 2015).  This lack of budgetary support due to loss of donor 
confidence prompted the government to operate on what it called the ‘zero aid’ budget. 
40 Percent of the country’s national budget comes from development partners such as 
World Bank, the African Development Bank(ADB), DFID and EC (WB,2014). 
 
Gutierezz, E., & Choi, T.(2014) argue that services offered by mobile money providers 
will differ depending on the degree of economic and financial development in 
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developing countries. This researcher agrees with this assertion owing to the 
understanding that mobile money has flourished in countries like Kenya, Korea  and 
Uganda despite the differences in their economic and technological advancement levels 
(IFC, 2011).   
However, economic, social and environmental shocks have a major impact on people’s 
lives and are a key challenge to sustaining and advancing development endeavors HDI, 
2014.  Although Malawi experienced high rates of economic growth , performance has 
been erratic with persistent boom and bust as poverty remained widespread as 
evidenced by the third integrated Household Survey which showed that 50.7 percent of 
the population is still poor with almost a quarter of it in extreme poverty. 
 In January 2015, the country’s economic situation was dealt a big blow when the nation 
experienced the worst ever devastating floods in 15 out of the 28 districts nationwide.   
With the devastating floods the country is currently battling with, prospects for the 
economy to grow meaningfully look gloomy. According to a preliminary Malawi Post 
Disaster Needs Assessment (MPDNS) the government is said to be in need of MK178 
billion (US$400 million)   for recovery (Mpaso.P, 2015).      
 
1.6 Malawi’s Financial System 
 
Malawi’s financial sector is generally small with the banking industry comprising 13 
commercial banks that span with over 80 branches across the country (RBM, 2014) .  
Although the financial sector is small  even at regional level and bank dominated, the 
system is concentrated with a variety of institutions and markets comprising 13 banks, 
two discount houses, one leasing finance company , ten insurance companies, four 
DFIs, a young but growing  microfinance industry and a nascent capital market (FSA 
Mw, 2008).  
 
Comparatively, this is in sharp contrast with a country like Senegal which although it 
had similarly one of the lowest GDP in 2005, had 17 banks with 167 agencies and 
offices which was  22 percent of the total of the West African Economic and Monetory 
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Union (UEMOA) for a population of 12 million then (Sylla , Karshoda and Batchelor 
;2008:49) .  
 
 Only 11 percent of the 7.6 million adults in Malawi rely exclusively on banking while 6.4 
percent use combined formal and informal means to manage their finances. The 
remaining adult population of over 1million people out of these only use informal 
mechanisms when transacting their finances. (FS Consumer mw,20 
 
The low population of Malawians who have access to formal financial services  
indicates high incidences of poverty and a high proportion of the population in rural 
areas attributing it to few bank outlets  and availability of other informal financial  
mechanisms (WB, 2008). According to the Finscope  report of 2014, only 33 percent of 
Malawians are banked.  
Other commentators are of the view that the some of the Malawians are probably “too 
unknown to be banked” citing the lack of national identification IDs in Malawi as another 
setback and contributing factor to the state of affairs (Sabola T, 2015).  
 On a positive note, however, the number of banked adults in Malawi grew to 33 percent 
by 2014 as compared to only 19 percent in 2008  making financial inclusion to move 
from 45 percent in 2008 to 53 percent in 2014 (FS Consumer Mw, 2014).  
On its part, the government has provided incentives to encourage mobile banking 
services although access to credit remains a constraint for Small and Medium 
Enterprises (SMEs).  
1.7 Research Problem 
Research conducted in 2009 by The Consultative Group to Assist the Poor (CGAP) 
estimates that almost 3 billion poor people lack access to basic financial services. The 
study, which describes Mobile Banking as “An African Financial Revolution” (Batchelor, 
Kashorda & Sylla ,2009) concluded that ‘The rural areas remain the poor areas, while 
they constitute the majority of the population and should therefore be virgin areas to be 
exploited by operators and mobile money service providers’.   
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True to this finding,  the Malawi scenario also leaves  most Malawians in rural areas 
disadvantaged in terms of accessing financial services thereby subjecting them to 
lacking basic financial services and therefore remaining poor  as alluded to by the 
CGAP study report (2009). 
Despite the introduction of Mobile Money coupled with the growth of mobile phone in 
Malawi, most people in the country remain unbanked and unserved.  FS Consumer 
Malawi , 2014 indicates that  72% individuals have access to a cell phone ( 50 percent 
own a cell phone while 22 percent have access to cell phone) .  The status report 
further shows that 20 percent of the adult population (1.5 million) knows about mobile 
money, but only 4 percent actually use it in one way or the other.   
This research reviews whether the  status  has  translated  into making Mobile money to 
have a significant impact  to the  ‘unbanked’  in most countries in Africa , Malawi 
inclusive, where people face challenges in accessing financial services   especially 
those in rural areas.  
Looking at the figures of Airtel active customers on the network (GSM) which currently 
stands at 3.4 million against 720,000 Airtel money registered customers with only 
142,000 active customers as at September 2014 against the registered active Airtel 
mobile money subscribers, it gives a clear picture that the service is not being adopted 
as per the expected objective of getting all Airtel Malawi customers registered on mobile 
money by end of the period (Airtel Internal report,  2014). This indicates that there is a 
mismatch in the numbers which needs to be investigated in order to come up with 
possible solutions that will solve the situation and increase the uptake of the service.  
 
1.8 Rationale for Research  
Access to financial services, in particular banking, is limited in Africa, especially in rural 
and remote areas. This is because banks are concentrated mainly in urban centers and 
have conditions that constitute barriers to the use of their services (Biljon and Kotze’ 
2008). Realising this gap, mobile phone operators identified mobile money systems as a 
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potential service to offer customers, increasing loyalty while generating fees and 
messaging charges( infoDEV, 2006). Financial institutions, which have had difficulty 
providing profitable services through traditional channels to poor clients, see mobile 
banking as a form of “branchless banking” (Ivatury & Mas, 2008), which lowers the 
costs of serving customers.  
According to Kirui, O., etal (2012), most m-banking/m-payments sy’8stems in the 
developing world enable users to do the following:  
· store value (currency) in an account accessible via the handset  If the user 
already has a bank account, this is generally a question of linking the phone user 
to a bank account. If the user does not have an account, then the process 
creates a bank account for him/her or creates a kind of ‘pseudo’ bank account 
held by a third party or the user’s mobile operator.  
·   Convert cash in and out of the stored value account.   
· Purchase airtime  
· Transact with an independent retailer working as an agent for the transaction 
system transfer stored value between accounts.  
· Transfer funds between accounts linked to two mobile phones, by using a set of 
SMS messages (or menu commands) and PIN numbers (Mortimer- Schutts, 
2007). In this case the mobile operator ideally acts as a ‘pseudo’ bank. 
 
1.9 Research Objectives and Scope 
 
The study objectives of this research include :- 
-To evaluate the understanding of mobile money 
-To identify factors that  influence the adoption of mobile money  
-To explore socio-economic benefits of using mobile money 
Mobile services have shown substantial growth and potential for ICT driven social and 
economic development by empowering marginalized population using mobile 
phones(CGAP,2009).  
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In Malawi, there are two mobile phone operators (MPO) that operate mobile money 
transfer services. These are Airtel Malawi and Telekom Networks in Malawi (TNM). For 
Airtel the service is known as Airtel money and Mpamba for TNM.  
The scope of this study is the impact of mobile money in Malawi.  The research focuses 
on Airtel Malawi as a case study being the first company to have introduced mobile 
money in the country hence the researcher assumes that it has probably accumulated 
relatively substantial history from which archival analysis can be made and reviewed.   
1.10  Chapter summary 
This first chapter has presented an introduction to the topic of the study, definitions and  
background to mobile money, a situation analysis of Malawi’s social and economic 
status as well as financial services available. This introductory section has also outlined 
the research problem, scope and  rationale and chapter summary. The next chapter 
discusses literature review. 
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CHAPTER TWO:  
LITERATURE REVIEW 
2.0 Introduction 
This chapter presents the literature review based on key themes explored on mobile 
money with a view to gaining more insights on the research subject. The chapter 
critically reviews the literature by dip- diving into mobile money in perspective while 
carefully analyzing relevant theoretical framework around the topic. 
The purpose for this literature review is three fold: 
1) To understand what scholars have discussed about mobile money 
2) Identify the right framework for assessing mobile money 
3) Provide clear basis for answering research questions 
 
Insights by experts that have written on topics related to the research question are also 
reviewed in this chapter. The arguments are presented to emphasize and improve 
understanding of mobile money and the importance of the service. The literature 
overview is the starting point of confrontation between the literature review and the 
empirical findings of the study.  
 
2.1 Theoretical Framework 
 
In trying to analyse the mobile money service, the following theories and theoretical 
perspectives will be used: the Principal Agent Theory, the Public Choice Theory  and 
the Boston Consulting Group Matrix(BCG).  
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2.1.1 The Principal Agent Theory explained 
 
The principal agent theory derives from the reform method within the government that is 
‘designed to create, within the public sector, autonomous or semi-autonomous 
organizations in which the implementation function is separated from the policy-making 
function’. It is the separation of the provider and user of public services. Basically, the 
recipients of public services are the government (which usually also provides them) and 
the public. A contractual relationship is created between the principal and the agent. 
The principal is the party requiring a service or goods, and the agent is the party 
supplying the service or goods. The principal pays the agent. The agent is expected (or 
is assumed) to have expertise and to be able, hopefully, to provide the service at a price 
lower than it would cost if the principal were to provide it personally. (Tolofari, 2005:1). 
 
In reference to this study, Airtel Malawi as the mobile money provider is the principal 
and the Airtel money agents are the agents since they are under contractual agreement 
with Airtel to supply the mobile money service.  
The Principal-Agency relationship can be defined in terms of a contractual arrangement 
where the principal engages the agency to execute and deliver services on their behalf  
by giving the agent   autonomy for decision making as they do the tasks agreed (Jensen 
and Meckling, 1979).  A contractual relationship is created between the principal and 
the agent. The principal pays the agent. The agent is expected (or is assumed) to have 
expertise and to be able, hopefully, to provide the service at a price lower than it would 
cost if the principal were to provide it personally (Pratt and Zackhusser, 1991). It is this 
arrangement where the agent appears to possess more knowledge than the principal by 
virtue of the task  at hand  that places the agent  at a more advantaged position which 
sometimes brings about  conflict of interest  especially when the agent choses to abuse 
that authority to pursue his personal interest neglecting the interest of the principal as 
per contractual agreement. The challenge for the principal is usually to manage the 
agent in such a way that he adheres to contractual agreement terms. 
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 2.1.2 The Public Choice Theory  
Additionally, another theory in this case would be the Public Choice Theory which states 
that, “man is a rational being, acting or desiring to act autonomously, and seeking to 
satisfy his personal best interest. In this study, this would mean that mobile money 
services have to be targeted or varied (choice), and that the mobile money provider 
would demand value for  money (‘more for less’) and accountability.” (Tolofari 2005: 6) 
 
According to (Tolofari 2005: 6) proponents of this theory in public administration terms, 
criticize the poor public service delivery, inefficiency and performance as well as waste 
of resources and seek to address this with the adoption of business-sector management 
processes in the public arena.  
 
This study, on the other hand, is based on the concept of mobile money adoption and 
the impact it has on people’s lives in terms of transforming their poverty levels or socio-
economic welfare. Hence, mobile money providers expect mobile money agents to 
ensure that they deliver quality service to the customer (mobile money users) as per 
contractual agreement with the principal. 
 
  
2.1.3 Boston Consulting Group Matrix 
The Boston Consulting Group (BCG) Matrix is a framework created by the Boston 
Consulting Group to evaluate the strategic position of a business and its potential, 
Jerevicius, E. (2013). 
 
The matrix provides a framework as a tool to evaluate the osition of a business and its 
potential so as to classify Airtel mobile money business based on its attractiveness and 
competitiveness in order to determine level of investment needed.  
 
The tool classifies the business into four categories based on the product attractiveness 
and competitiveness in order to help businesses make strategic investment 
decisions.The table below summarizes the BCG matrix.  
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Table 1: The Boston Consulting Group Matrix: 
Relative market share 
HIGH                                           cash generation                                                 LOW 
         STARS 
 
Earnings-Low, stable, growing 
Cash flow-neutral 
Strategy-Invest for growth 
       QUESTION MARKS  
 
Earnings-Low, unstable, growing 
Cash flow-negative 
Strategy-Invest, if has potential, otherwise 
sell 
 
     CASH COWS  
Earnings-High, stable 
Cash flow- High, stable  
Strategy-Invest to maintain current level or 
harvest 
 
 
          DOGS  
Earnings-Low, unstable 
Cash flow-neutral or negative 
Strategy-divest  
 
 
BCG Matrix Explained 
Dogs. Attributes of brands under this category include a low market share below 
competition sometimes resulting into retrenchments or even liquidation in the worst 
case scenario. 
 
Cash cows. These are revenue generators which finance other product development 
investments for innovation. Cash Cows being the most profitable business, help 
management to make strategic choices which include diversification into other 
innovations and product development.  
Stars. Stars bring high revenues and are also spenders of the cash generated in order 
to maintain the high market share that characterizes them.  Stars are budding products 
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with high potential of maturing into cash cows hence worth investing to avoid losing their 
niche. 
  
Question Marks. These are ‘fragile’ businesses that require proper handling through 
close monitoring of the market as they have the potential to either spur into a star and 
eventually leap into a cash cow  or slip back into a dog depending on how they are 
managed. 
 Is Airtel money a Star, a Dog, a Cash Cow or  perhaps it raises Question Marks? 
 
2.2 Literature Review 
Several writers and analysts have written on the impact of Mobile Money, Okpala(2012) 
writing in a press release issued by Airtel says the spread of mobile telephony in the 
face of exclusion of many people from the formal financial system because of socio-
economic challenges has given impetus to the mobile money wave. Further he says 
Mobile money transfer service is becoming a norm rather than an alternative   as it has 
been seen to be reducing the amount of time and money that poor people spend to 
conduct financial transactions.  Writing in agreement, World Bank(2009) says the 
primary function of the Mobile money transfer (MMT) services is to reduce the cost of 
making remittances from one individual to another, especially at long distances.  
 
 
Agreeing with Okpala, Ardic, et al(2011) further argue that financial sector reforms 
aimed at promoting financial inclusion are increasingly at the core of the international 
development agenda for policy makers and development institutions at the global level. 
Study findings on access to financial services and the financial inclusion agenda around 
the world which was carried out in 154 countries  indicated  that , on average, almost 
half the adult world is unbanked  with the Sub-Saharan Africa and South Asia having 
the lowest percentage of banked individuals.  They observe that new International 
bodies such as Alliance for Financial Inclusion (AFI) were born to advance financial 
inclusion for the poor while the International Monetary Fund (IMF) and the International 
Finance Corporation (IFC) are also increasingly paying special attention  to the cause. 
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CGAP and AFI  are also leading the G-20 discussions for financial inclusion for 
households and Small and Medium Enterprises (SMEs). 
 
According to Airtel’s Annual report (2014) Airtel Money was launched in 2012 replace 
and earlier mobile money product called ZAP, and currently has an established network 
of 6,000  agents and a customer base of 720,000. Later in 2013, a year after the launch 
of Airtel Money, TNM a rival company launched Mpamba its mobile money product.  
Unyolo(2012)  and Matewere (2013) writing on Mobile Technology and Airtel  Money 
respectively, found out that there was a slow uptake in the usage of the Airtel money 
mobile service in Malawi due to technological limitations.   
 
2.3 Evolvement of Money 
Before money came into being, the only medium of exchange was the primitive barter. 
Barter was the direct exchange of one good for another, without the use of money which 
made market transactions much more difficult and time consuming (Schiller, R.B., 
2010).  Primitive though it might appear, other people however, still prefer the inefficient 
bartering as a medium of exchange even in countries with stable currencies apparently 
due to lawfully avoiding certain taxes as captured by the media (www.cnn.com )    
This researcher establishes that bartering is still practised by some people in Malawi 
due to lack of access to any form of money (cash or mobile money) to enable them 
acquire goods   hence engage in direct exchange of one good for another. 
 
 From time in memorial, money has changed forms many times throughout history. 
From bartering chickens, to using seashells, up until credit cards, the history of money 
has been colorful, to say the least. Money has taken another new form. By 
complementing services offered by the banking system, such as checkbooks, 
automated machines (ATMs), voicemail/landline interfaces, smart cards, point-of-sale 
networks, and internet resources, the mobile platform offers a convenient additional 
method for managing money without handling cash (Karjaluoto, 2002).   
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Mobile phone operators have identified m-banking/m-payments systems as a potential 
service to offer customers, increasing loyalty while generating fees and messaging 
charges infoDEV, (2006). Financial institutions, which have had difficulty providing 
profitable services through traditional channels to poor clients, see m-banking/m-
payments as a form of “branchless banking” Ivatury & Mas, (2008), which lowers the 
costs of serving low-income customers. Most m-banking/m-payments systems in the 
developing world enable users to do three things: store value (currency) in an account 
accessible via the handset. If the user already has a bank account, this is generally a 
question of linking to a bank account. If the user does not have an account, then the 
process creates a bank account for her or creates a pseudo bank account, held by a 
third party or the user’s mobile operator. Convert cash in and out of the stored value 
account. If the account is linked to a bank account, then users can visit banks to cash-in 
and cash-out. In many cases, users can also visit the GSM providers’ retail stores. In 
the most flexible services, a user can visit a corner kiosk or grocery store perhaps the 
same one where he or she purchases airtime and transact with an independent retailer 
working as an agent for the transaction system. Transfer stored value between 
accounts. Users can generally transfer funds between accounts linked to two mobile 
phones, by using a set of SMS messages (or menu commands) and PIN numbers 
Mortimer- Schutts, (2007).  
 
The Survey carried out by the GSMA of London (which represents the interests of 
mobile operators worldwide), issued the initial findings of its 2013 mobile money 
adoption survey. The report underscores the critical role of mobile and mobile network 
operators (MNOs) in driving the adoption of convenient and affordable financial services 
among unbanked and under-banked individuals around the world.  
 
“The impressive and encouraging results of the study demonstrate that mobile money 
services are increasingly reaching scale and are becoming even more essential in 
providing convenient and affordable financial services to the underserved”, said Chris 
Locke, Managing Director, GSMA Mobile for Development. One point that is clearly 
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illustrated in the survey is the increasingly competitive landscape for mobile money 
services.  
 
A New York Businesses week paper published in March 2013 by the Consultative 
Group to assist the poor (CGAP), a nonprofit group, looked at text and call data in three 
African countries to figure out what drives adoption of mobile money . Growth, the paper 
noted, “has not been as fast as anticipated.” The authors discovered a gap between rich 
and poor. First, you are more likely to use mobile money if you are more likely to make 
calls and send texts. That is, you are more likely to use mobile money if you are 
spending money already anyway. Second, people with more contacts who have mobile 
money accounts are more likely to have accounts themselves. This is true in each 
country, regardless of how developed the mobile money market is, writes Greeley, a 
staff writer for Bloomberg Business week in New York. 
 
2.4 The Unbanked population and Financial Inclusion 
Although mobile money is agreeably becoming an important service seen as bringing 
more benefits to global communities, research reveals that more than half the world’s 
adult population is unbanked (Chaia, A., etal, 2009). This accounts for more than 2.8 
billion adults in the world being unbanked out of which 138 million adults in developed 
countries and 2.63 billion are in the developing world (Ardic, P., et al, 2011).   being 
unbanked according to various sources including Financial Access 2009, (Kendall, etal 
2010).  
 
Ironically, these developing countries, especially in Africa, Asia and Middle East, are 
also among the least developed continents with pockets of high poverty levels where 
most people live on less than $5 per day according to the UNDP Human Development 
Index annual reports.   
Comparatively, the findings are in sharp contrast with the west where , for instance, only 
7.7 percent of households in the Unites States were unbanked in 2013 representing 1 in   
13 households according to a national survey of unbanked and underbanked 
households conducted (FIDC survey, 2013). Unlike the situation in Africa and other 
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least developed countries , the FIDC survey also revealed that 20 percent of the 
households in the US were underbanked meaning that they had a bank account but 
also using alternative financial services. 
 In Malawi, the number of unbanked or never banked adults stood at 62 percent of the 
total adult population in 2014 while the unbanked population was at 67 percent . This 
therefore means that there is a huge potential for using Mobile banking technology to 
increase financial access in the country however low the cellular subscription is in 
Malawi. (FSC Mw, 2014) 
It is therefore apparent that Mobile money transfer service is becoming a norm rather 
than an alternative   as it has been seen to be reducing the amount of time and money 
that  poor people spend  to conduct financial transactions.  
 
The adoption survey gives insights into the development of mobile money services 
globally and shows specifically how mobile money is enabling the financial inclusion of 
the unbanked and under-banked people (GSMA report ,2013). 
(a) Network of physical access points  
Although the mobile money service is largely done remotely and electronically, Mobile 
phone users need outlets where they can physically transact and access e-value by 
way of depositing into their account or cash out/withdraw their money. The closer these 
access points to home the better.   
(b) Technical access channels  
Availability of mobile money providers  who give technical support and ensure customer 
satisfaction are key in making the platform accessible 
 
2.5 The role of mobile money in tackling poverty in Africa 
 
The role of mobile money in propelling development cannot be underestimated 
especially in low income communities. The world bank attributed the estimated 3.8 
percent of global GDP to productivity increase emanating from mobile technologies in 
2014 and further estimate a 10 percent growth of Africa’s economy by 2025 (McKinsey 
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For instance, in Kenya, a  study found out that  a larger proportion of Mobile Money 
Transfer (MMT) was used for  accounts are more on agriculture related purposes  and 
revealed that MMT had a significant positive effect on the general welfare of farmers  as 
it increased both agricultural commercialization, household input  use and household 
farm incomes enabling users to fend for their daily needs (Kirui, Okello & Nyikal, 2012)  
 
Apart from bringing about food security , women plying various business ventures in 
Nairobi also praised mobile money ( M-pesa) for creating opportunities for employment 
describing it a notable positive aspect of the service which is safe, convenient, 
accessible, efficient and affordable (Kiiti,N.,2012;  IMTFI, 2012). The study also 
revealed that M-pesa  brought about economic empowerment among Kenyan women 
as most of them were engaged in financial investments such as shares and land 
ownership apart from owning savings accounts.    
 
MMT was also found to be key in expanding reach and building scale through agents to 
reach poor customers  at a much lower cost than alternatives like bank branches (Bill 
&Melinda Gates Foundation, 2013)  
 
Wolfgang Fengler, W., (2012) tweets that the social and economic impact of mobile 
money has been remarkable citing its usage as bringing about business efficiency since 
shop owners and business traders don’t have to queue or travel long distances  to the 
bank for financial transactions while  Field, R., (2010) , believes      mobile money has 
the potential to expand markets and build a middle class apart from creating jobs in 
developing countries. 
 
Online reports, (www.brookings.edu) on how Nigeria stood out in the fight against Ebola 
and managed to contain the deadly outbreak due to the use of mobile technologies 
when other countries are still grappling with the disease . Gains in maternal health 
improvements are another success story brought about by mobile technologies (Zainu, 
K.M., 2013)   
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2.6   Integration of mobile phones  
 
Donner (2005) argues that there have been relatively few studies focusing directly on 
the way mobile phones are used in enhancing productivity among the users in the 
developing world. Some business also lacks the awareness regarding the potentials 
that exist in the use of mobile phones and ICTs Adeya (2003).  
 
Mobile phones provide technological services that reduce costs; increase income and 
increases reach ability and mobility. They can help to extend social and business 
networks and they clearly substitute for journeys and, for brokers, traders and other 
business intermediaries Donner (2005), Hughes & Lonie (2007).  
Airtel’s One Network, is a borderless mobile phone network across all Airtel operating 
countries which enable customers to move freely between the countries in which Airtel 
operates, and be treated as “virtual” local customers of the visited network in terms of 
pricing, while retaining their home network service functionality (Airtel boiler plate, 
2013).  
It is the view of this researcher that the distinctiveness of one network stands out as a 
unique service making Airtel to be ahead even among most European telecom operator. 
(Handjisk, B.,2015) testifies to such a trend in Yesterday’s Future Post  of “Mobile 
Connectivity has arrived” by demonstrating how poor countries are catching up and 
some even out-pacing rich countries in key innovations and questioning whether 
‘Europe is missing out on telecom revolution’ 
 
2.7  Socio-economic impact of mobile money transfer services   
 
There are some key studies that have demonstrated the positive influence of mobile 
phone penetration in developing countries. Waverman, et al found that while mobile 
phones in less developed countries are playing the same crucial role that fixed 
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telephony played in richer countries in the 1970s and 1980s, the growth impact of 
mobiles is around twice as important in developing countries, where there is also a 
critical mass effect, and that a rise of ten mobile phones per 100 people boosts GDP 
growth by 0.6% (Waverman, Meschi & Fuss, 2005).  
 
Another reported that the impact of mobile phone penetration is positively linked to 
Foreign Direct Investment (FDI), and that this impact has grown more significant in 
recent years, with a 1% increase in mobile penetration rates associated with 0.5-0.6% 
higher rates of FDI and GDP Williams (2005).  One aspect of mobile phones in the 
developing world that is being looked at with some anticipation is the introduction of 
mobile financial services and transactions. Many if not most rural users in less 
developed countries have no access to financial services of any kind, and getting these 
“unbanked” citizens linked somehow into the formal banking sector is a priority for many 
governments. However, the evidence to date of initial efforts in this regard is mixed. 
While users are employing the mobile banking systems to make payments for things 
such as airtime and pre-paid electricity, and many are using them for sending 
remittances back to friends and relatives in their rural villages, there is little evidence to 
date of an increase in the number of users registering for more formal banking services 
via mobile phone, such as savings and credit services Morawczynski (2008).  
 
Initial analysis seems to indicate that while today’s mobile banking systems are 
providing good money transfer and payment services to early users, there will need to 
be better marketing and training involved to help consumers understand what the 
systems are capable of, as well as improved policy measures to ensure that the benefits 
of mobile banking are evenly distributed across all banking and consumer sectors 
(Ivatury, Pickens 2006)  
 
However, If the key to acceptance of mobile money transfer is in the hands of 
customers, this leads to the question of determinants influencing the acceptance of a 
single mobile phone procedure. Furthermore, other participants (in particular, 
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merchants) will only be able to follow customer preferences up to a defined point, where 
disadvantages begin to outweigh the advantages.  
 
While the issue of acceptance has had a significant impact Buhan et al., (2002) Kruppa, 
(2001); Robben,(2001), most arguments can be subsumed into three categories: Cost- 
includes direct transaction costs and fixed costs of usage, plus the cost of the technical 
infrastructure for the customer (e.g., a new mobile phone) and the merchant (e.g., the 
integration of the payment solution into the existing IT infrastructure).  
 
2.7.1 Factors that influence the socio economic status of the providers  
 
This section will discuss the factors that influence the provision of mobile money 
transfer services geared towards influencing the socio economic status of the providers:   
 
(a) Customer Loyalty  
Customer loyalty is not always easy to construe and many definitions have been 
proposed. Prus & Randall (1995) describe customer loyalty as a composite of a number 
of qualities. It is driven by customer satisfaction, yet it also involves a commitment on 
the part of the customer to make a sustained investment in an ongoing relationship with 
a brand or company. Finally, customer loyalty is reflected by a combination of attitudes 
(intention to buy again and/or buy additional products or services from the same 
company, willingness to recommend the company to others, commitment to the 
company demonstrated by a resistance to switching to a competitor) and behaviors 
(repeat purchasing, purchasing more and different products or services from the same 
company, recommending the company to others)".  
 
Most present-day strategic plans focus on a profit target and work backward to arrive at 
required revenue growth and cost reduction. The decisive key in this model is not profit 
but, instead, the creation of value for the customers. The three forces - customers, 
employees, and investors - that play an important role in the enterprise form the forces 
of loyalty. Since a linkage between loyalty, value, and profits exists, these forces can be 
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measured in terms of cash flow. "Loyalty is inextricably linked to the creation of value 
both as a cause and an effect." Reichhled, (1996)  
 
As an effect, loyalty measures permanently whether or not the company has delivered 
superior value. Defects can doubtlessly be explained by a lack of value for the 
customer. As a cause, loyalty creates a chain reaction. Reichheld describes it as follow: 
Revenues and market share grow as the best customers are swept into the company's 
business, building repeat sales and referrals. Because the firm's value proposition is 
strong, it can afford to be more selective in new customer acquisition and to concentrate 
its investment on the most profitable and potentially loyal prospects, further simulating 
sustainable growth.  
 
Sustainable growth enables the firm to attract and retain the best employees. 
Consistent delivery of superior value to customers increases employee's loyalty by 
giving them pride and satisfaction in their work. Furthermore, as long-term employees 
get to know their long-term customers, they learn how to deliver still more value, which 
further reinforces both customer and employee loyalty.  
 
Long-term employees learn on the job how to reduce costs and improve quality, which 
further enriches the customer value proposition and generates superior productivity. 
The company can then use this productivity surplus to fund superior compensation and 
better tools and training, which further reinforce employee productivity, compensation 
growth, and loyalty. 
 
Spiraling productivity coupled with the increased efficiency of dealing with loyal 
customers generates the kind of cost advantage that is very difficult for competitors to 
match. Sustainable cost advantage coupled with steady growth in the number of loyal 
customers generates the kind of profits that are very appealing to investors, which 
makes it easier for the firm to attract and retain the right investors. Loyal investors 
behave like partners. They stabilize the system; lower the cost of capital, and ensure 
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that appropriate cash is put back into the business to fund investments that will increase 
the company's value-creation potential.  
 
(b)  Investment Cost  
Companies seeking to expand their market must be ready to spend considerable 
amount of money, time and other resources in order to increase penetration into the 
existing market while also concentrating on more innovative services and products. This 
should involve setting aside funds to improving distribution and enhance market 
communication among other things (Mthuzi. K, 2009) 
 
The investment cost of mobile money transfer services is embedded in the transactions 
to be carried out. The marketing and branding of the premise or outlet which will be 
used for the provision of the mobile money transfer services by the providers is one of 
the investments costs that have to be looked into. The American Marketing Association 
(AMA) defines a brand as a "name, term, sign, symbol or design, or a combination of 
them intended to identify the goods and services of one seller or group of sellers and to 
differentiate them from those of other sellers.  Therefore it makes sense to understand 
that branding is not about getting your target market to choose you over the 
competition, but it is about getting your prospects to see you as the only one that 
provides a solution to their problem (AMA, 2011).  
 
( c)  Customer Care  
Zeithaml, et. al. (1990), Bowen and Lawler (1990), Reichheld and Kenny (1990) and 
Schlesinger and Heskett (1991) cited the need for customer-contact personnel to "take 
responsibility, think for themselves and respond well to pressure from customers" 
(Schlesinger and Heskett, 1991).  
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2.8 Challenges faced in using the mobile money service 
 
Although mobile money has been well entrenched and very successful in Kenya  and 
other parts of the sub-Saharan continent , integration of the service has stalled in other 
countries due to several factors : (Doing business, MW, 2014) 
 
Although incidences such as fraud, Network problems, communication dynamics , rigid 
regulatory frameworks, cost and unavailability of services for special populations come 
into play as common deterrents and challenges encountered by mobile money users , 
this study agrees with the Kenyan women’s group, which,  while admitting that the 
service is not without challenges made it clear that the positives  of M-Pesa service 
outweigh the negatives, (IMFI, 2011) 
 
2.9 Conceptual framework 
Based on the literature reviewed, the conceptual framework can be summarized as 
follows : 
 
Table 5: Concept map 
Concept  Sub-concepts  
Popularity of mobile money  Communication  
 Public acceptance  
Importance of mobile money Creation of Employment 
 Poverty reduction 
Reliability of mobile money Network availability 
  
Challenges of mobile money Float availability 
 Transaction cost 
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The variables identified in the concept map are key to guiding this study to judge the 
real impact of mobile money going forward. These independent and dependent 
variables will also be necessary to interpret the results of this study.  
 
2.10 Chapter Summary  
This chapter reviewed literature based on key themes explored on mobile money and  
identified and carefully analyzed the theoretical framework around the topic. Three 
theories, namely; the Principal Agent Theory, The Public Choice Theory and the Boston 
Consulting Group Matrix were analysed. Other scholars’ and experts insights on topics 
related to the research question have also been reviewed in this chapter. The next 
chapter looks at the methodology used to carry out this study. 
 
 
 
CHAPTER 3: 
 RESEARCH METHODOLOGY 
3.0 Introduction 
Chapter three discusses the methodology involved in the research study particularly in 
the areas of research approach employed, population frame, sampling technique used, 
primary data collection tools, secondary data, ethical consideration and limitations.  
The research methodology for this study was preconceived based on the topic to come 
up with the appropriate  approach , research strategy and design,  the research 
methods and applications including questionnaire design, sampling, questionnaire 
administration, data analysis and interpretation, research ethics and it ends by outlining 
the limitations of the study. 
 
3.1 Research Methodology 
The study selected Airtel Malawi’s mobile money service, Airtel money, as a case study 
using a qualitative approach since data collection mainly relied on secondary sources  
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to generate descriptive data of the assessment of the mobile money service of the case 
study (Bell 2005) . Based on Hughes and Bush(1991) argument  that theories  suggest 
new ways to provide fresh insight into understanding events and situations. 
 This research study will use secondary data obtained from Airtel Money company 
policy  documents, relevant legislation,  the financial  and telecommunication service 
regulator visa vi the reserve bank of Malawi and the Malawi Communication and 
Regulatory Authority (MACRA). 
The research also undertook to collect primary data using interviews and directed 
questionnaires of mobile money agents plus selected residential areas and selected 
banks.  
In order to explore the subjective meaning of the impact of mobile money an interpretive 
philosophy will be applied where an in depth interview framework will be developed 
(Saunders C. et.al., 2008)  .   
 
Based  on Saunders (2008), the qualitative approach is also ideal here  Since  small 
samples (Airtel Money ) are being used although this is in sharp contrast with  Tayie S 
Prof. (2005)  who argues  that there is no one single reality in qualitative research  and 
advocates for the inductive approach instead which he  supports as requiring  logic 
reasoning from a particular fact and have a general conclusion.   Hence, this study will 
use both qualitative and inductive approaches to strike that balance. 
Creswell, J. (2003) defined methodology as a systematic, theoretical analysis of the 
methods applied to a field of study, or the theoretical analysis of the body of methods 
and principles associated with a branch of knowledge. Going by Creswell’s definition, 
the methodology will refer to how the research will be carried out, focusing on exploring 
the customers experiences on the service mainly Airtel mobile money offered by Airtel 
Malawi. Therefore, the research approach will be both qualitative and quantitative. 
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3.2 Research Approach 
3.2.1 Grounded Theory 
The researcher used the Grounded theory method of research as a key data collection 
strategy to observe and discover the behavior of money users Becker and Geer (1960).  
An inductive research  approach was used where one begins with specific observations, 
and formulates some tentative hypotheses that can be explored, and finally end up 
developing some general conclusions or theories (Charmaz, 1983). The purposes for 
using an inductive approach was to condense extensive and varied raw text data into a 
summary format, to establish clear links between the research objectives and the 
summary findings derived from the raw data, and to develop a model the underlying 
structure of processes which are evident in the  qualitative views of the participants.  
Although the study collected qualitative views on a cross section of Airtel Money users 
and non-users  and Airtel money agents some results were quantitative and this helped 
in summarizing the findings through graphs and tables.  
Wyse, E.S (2013) defined qualitative research as an exploratory research which is used 
to gain an understanding of underlying reasons, opinions, and motivations. It provides 
insights into the problem or helps to develop ideas or hypotheses for potential 
quantitative research. Qualitative research is also used to uncover trends in thought and 
opinions, and dive deeper into the problem. Qualitative data collection methods vary 
using unstructured or semi-structured techniques. Some common methods include 
focus groups (group discussions), individual interviews, and participation/observations. 
The sample size is typically small, and respondents are selected to fulfill a given quota.  
Whilst qualitative research is used to quantify the problem by way of generating 
numerical data or data that can be transformed into useable statistics. It is used to 
quantify attitudes, opinions, behaviors, and other defined variables – and generalize 
results from a larger sample population. Quantitative research uses measurable data to 
formulate facts and uncover patterns in research. Quantitative data collection methods 
are much more structured than qualitative data collection methods (Wyse, E.S. 2013) 
 Page 
30    
 
3.3 Research Strategy and Design 
The research adopted a descriptive approach which was used to obtain information 
concerning the current status of the phenomena to describe "what exists" with respect 
to variables or conditions in a situation. The methods involved range from the survey 
which describes the status quo, the correlation study which investigates the relationship 
between variables, to developmental studies which seek to determine changes over 
time. James P. Key (1997).  
 
Research design is the blueprint for conducting the study that maximizes control over 
factors that could interfere with the validity of the findings. Designing a study helps the 
researcher to plan and implement the study in a way that will help the researcher to 
obtain intended results, thus increasing the chances of obtaining information that could 
be associated with the real situation Burns & Grove (2001:223).   
 
3.4 Population of the Study 
Polit and Hungler (1999:37) refer to the population as an aggregate or totality of all the 
objects, subjects or members that conform to a set of specifications. Sampling is the 
process of selecting a portion of the population to represent the entire; LoBiondo-Wood 
& Haber (1998:250); Polit & Hungler (1999:95).  In this study, the population was made 
up of 1.3 million Airtel Malawi customers and 200 Airtel money agents within Lilongwe  
city centre. 
 
3.5 Sampling Procedure 
A sample is a subset of a population selected to participate in the study, it is a fraction 
of the whole, selected to participate in the research project Brink (1996:133); Polit & 
Hungler (1999:227). In this survey, a subset of 100 Airtel customers out of the total 
30,000 Airtel Money registered customers and 25 Airtel money agents out of 200 agents 
within Lilongwe rural and city Centre respectively was selected using convenience 
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sampling as the records were readily available from Airtel after which participants were 
randomly selected   by picking out every 300th number (30,000 /100=300) and every 
eighth number (200/25=8) starting from the top of the list.   
 
LoBiondo-Wood and Haber (1998:253) describe a convenience sample as the use of 
readily accessible persons in a study adding that any case, which happens to cross the 
researcher’s path, and meets the inclusive criteria set for the study, gets included in a 
convenience sample.  Although this researcher found it easy to obtain participants using 
convenience sampling, a deliberate combination with random sampling was 
purposefully employed to reduce the risk of bias which is greater in convenience 
sampling than in a random sample. The random sampling also ensure that each 
member of the record has an  equal chance of being selected.  
Data was categorized into two; primary and secondary data. Primary data included 
information gathered from questionnaires of the targeted sample. On the other hand, 
secondary data was collected from published sources in the public domain such as the 
internet and the publications which included annual reports, newspaper articles, press 
releases, books, reports and other publications. 
 
3.6 Questionnaire Design and Administration 
To generate data necessary to accomplish the objectives of the research project, a 
questionnaire was designed comprising a set of questions . The questionnaire was 
chosen to collect data using telephone interviews as it is generally inexpensive to 
produce and relatively easy to administer other than other methods, and secondly 
because it is also the most commonly used primary data collection method in which all 
participants respond to a similar set of questions. As this is a positivistic research 
approach study, the questions in the questionnaire were structured closed questions.  
 
This researcher designed the questionnaire in a structured manner consisting of two 
sections; demographic information and topical enquiry section.  The questionnaire 
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provided the steering information, the format of answers, and a system for recording 
answers to each of the questions, in such a way that the respondent could freely 
express his/her feelings.  
 
Bearing in mind that use of questionnaire as a tool to collect data has some 
disadvantages which include limited application, low response rate, self-selecting bias, 
lack of opportunity to clarify and inflexibility (response cannot be supplemented with 
other information), this researcher decided to administer it through telephone interviews 
taking advantage of the work place facilities. The questionnaire was constructed based 
on the Likert 5 Point Scale. The Likert Scale Model is a commonly used model in social 
research to measure satisfaction.   
 
Data collected using questionnaire was entered and analyzed using a Statistical 
Package for Social Scientists (SSPS). The package helped the researcher in coming up 
with tables and graphs that were used in data analysis. 
3.7 Secondary Data Collection 
Secondary data involves the systematic identification, location and analysis of 
documents containing information related to the study in question. Creswell, J. (2003).  
 Both published and unpublished information was reviewed. The purpose of reviewing 
secondary data was to set a stage for the study and explore the challenges and 
success of mobile money transfer services on small and medium enterprises in other 
countries. Sessional data, past business research on mobile money, past feasibility 
studies among others. These publications are very useful in providing valuable 
information on the efforts being put by such organizations documenting the influence of 
mobile money adoption in Malawi.   The study area analysis was carried out through 
literature review, internet browsing, journals and magazines. The objective was to 
capture general information on the area in order to develop clear understanding and 
insight of the context of which data was collected. The information gathered on 
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background of the study culminated into development of research tools, scoping of the 
entire work and also assisted in drawing recommendations and conclusions.    
 
3.8 Data Analysis and Interpretation 
Data analysis was conducted through Statistical Package for Social Science (SPSS) 
and Excel. Qualitative data was analyzed by coding according to variables in the study 
using content analysis by summarizing comments into meaningful categories .   
 
On the other hand, quantitative data was analyzed through frequency distribution using 
descriptive statistics for which a graphical method displayed  data showing the number 
of times a particular response was given. The descriptive statistics and the results were 
then presented in form of tables.  
3.9 Validity, Reliability and Research Ethics 
 
Reliability is the consistency or accuracy of the research instrument, in measuring 
whatever is measured, it is the degree to which an instrument gives similar results for 
the same individual at different times. On the other hand, validity refers to the extent to 
which a measurement does what it is supposed to do.   
To ensure that this research is valid and reliable, the study measured validity through 
using various data collection tools (not just relying on one tool, where had this 
researcher had questionnaire and then interview guides). Secondly, a deliberate effort 
was made to use a ‘third party’ to check the research tools, and lastly the questionnaire 
was pilot tested using Airtel staff who are actual subjects since they are also mobile 
money users and non- users.  
Reliability of this research was achieved through making judgements on evidence 
collected and not generalisations.  
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Proper research ethics were followed in the course of conducting this study as 
follows: 
Consent: Upon picking a call and prior to interviewing,   the respondents’ permission 
was sought telephonically if they would like to participate in the telephone interview and 
an advance booking was made to suit the respondent’s convenient time. During the 
telephone interview a briefing for their understanding was conducted upon their 
agreement to participate while the researcher filled in the responses in the 
questionnaire  
  
Confidentiality: All information gathered was treated in confidence 
 
Protection of participants: The participants were not at risk of any physical, 
psychological or emotional harm. High degree of privacy was observed during the 
interview with respondents as the respondents’ telephone numbers or names will not be 
revealed to the public. This was done as an obligation for every researcher to uphold 
the rights of respondents to privacy and confidentiality. 
 
3.10 Limitations of the Study 
This far, researcher’s limitations are as follows: 
· Getting financials from ‘competitor’ sources affected data collection negatively 
· Time constraints- No time enough to carry out detailed account of data collection 
and analysis. 
· Questionnaire limitations included failure to ask customers if they had a 
conventional bank account to establish their bankability status  
· Some respondents were unreachable during the telephone survey . 
 
3.11 Chapter Summary 
This section has presented an overview of the research approach employed in the study 
including elements such as population frame, sampling technique used, primary data 
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collection tools as well as secondary data sources used. Data analysis is what follows 
next and focuses  on tabulation of results and findings revealed in the entire research 
study.   
 
 
CHAPTER 4:  
SURVEY FINDINGS AND DISCUSSIONS 
 
4.0 Introduction 
In this chapter, Data analysis is presented and discussed graphically or tabulated 
showing results of the study. It is therefore a presentation and discussion of findings 
that were captured during the study by way of providing answers to the research 
questions raised.  
 
4.1 Methodology  
Data collection was done using a questionnaire which was administered to both Airtel 
Money users and non-users using mainly telephone survey and  face to face interviews. 
Participants for Airtel money users were conveniently and randomly selected from the 
Airtel Money data base of registered active users while non-users were randomly 
selected from Airtel call centre frequent callers list. Airtel Money agents were also 
purposefully selected randomly from the Airtel Money agents directory for Lilongwe. A 
sample of the developed questionnaire used is available in Appendix 1. 
The telephone interview survey was ideal for this study for its speed, less 
expensiveness and for its high geographic flexibility and also for its ease of call back or 
follows up in case of clarification or correction of data misappropriation (Zikmund, etal, 
2010). Besides, it is only logical to choose to collect data using a ‘mobile phone’ for a 
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research study on ‘Mobile money’ as the facility is in tandem with technological 
advancements since the method is also quite adaptable to the computer technology 
age.   
To further speed up the process of data collection and to achieve the targeted sample 
size , two Airtel Malawi Call centre agent supervisors , Pennina Sanga and Tiopenji 
Gumbo ,  assisted in administering some of the questionnaires for non-users. Apart 
from speeding up the data collection process, the two assistant interviewers were 
engaged so as to bring in the gender balance as well as to reduce the degree of 
interviewer influence emanating from the familiarity of the main researcher’s voice from 
regular media interviews being the company’s spokesperson. According to Zikmund, 
etal; (2010) other respondents may give answers they believe will please the interviewer 
rather than the truthful response.  This was also key in achieving a good response rate.  
Another questionnaire specifically for Airtel Money Agents was administered as alluded 
to in chapter 3 where 25 Airtel money agents out of 200 agents within Lilongwe rural 
and city centre was selected using  random and convenience sampling method.  
 
4.2 Main Research 
To meet the research objectives, relevant data was obtained and analyzed to bring 
forward the underlying points for this research. These have been outlined below: 
4.2.0 Primary Data    
4.2.1 Findings from Primary data  
 
 Table 2:  Respondents’ Response Rate 
Categories Frequency Percentage % 
Returned 120 95 
Not returned 5 5 
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Total 125 100 
 
Table 2 above indicates that data obtained from those who responded was satisfactory 
and sufficient enough to answer research questions. Notably, 5 participants had their 
phones unanswered representing 5% failure response. 
 
 
Table 3: Gender of respondents 
Category Number of respondents Percentage % 
Male 84 70 
Female 36 30 
Total 120 100% 
 
Table 3 shows the gender of respondents with the majority of the participants in this 
survey being male at 70% while 30% were female.  
Mobile money promotes financial access and inclusion hence it is about empowerment 
and therefore a gender issue. The gender imbalance in this study is a reflection of the 
economic imbalance which is apparent in most developing countries where men are 
more economically empowered than women due to various factors. 
The gender imbalance was even more pronounced among Mobile money agents and 
this researcher is of the view that the role of agents projects an elevated status in 
society hence it becomes a gender issue too.   
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Table 4:  Age of respondents 
Category Number of respondents Percentage % 
Below 18 years 0 0 
18 - 25 23 19.2 
26 – 35 55 45.8 
36 – 45 32 26.6 
More than 46 years  10   8.4 
Total 120 100 
 
This finding noted that more than half respondents were largely youths aged below 35. 
This may imply to mean that people under the age of 35 are more technologically 
advanced hence found technology adoption easier to use than older respondents in this 
case.  
On the other hand, the 0 respondents below the age of 18 could entail school going age 
group which normally have their phones switched off during classes. However, this 
finding was expected in regard to mobile money agents as students are by law not 
allowed to engage in doing business below the age of 18. 
Table 5:  Level of education of respondents 
Category Number of respondents Percentage % 
Primary  35 29.2 
Secondary 45 37.5 
College 21 17.5 
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University 19 15.8 
Other  0 0 
Total 120 100 
 
Mobile money as a business deals with financial transactions hence Table 5 represents 
the financial literacy of the participants through the level of education of respondents. All 
respondents had at least attained some level of formal education with 29.2% having 
attended Primary, 37.5% having attended secondary education, 17.5% attended a 
college and 15.8% attended university. Above all, this finding is more important for 
mobile money agents although the findings are inclusive of all participants. 
4.2.2 (1)Customer findings 
Figure 1:  Occupation of customers: 
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Table 6: Customer Awareness of mobile money  
 Total Sample 
size  
Respondents Non 
Respondents 
Yes 100 95% 5% 
 
 
Table 6 results above includes both mobile money, registered and non-registered 
customers hence knowledge about mobile money at this stage cannot be mistaken for 
usage. In any case, it is expected that customers would know about mobile money 
being registered customers and mobile money agents. 
 
 
Figure 2.  Channel of communication 
 
 
The result from figure 2 indicates that 42% of the respondents got information about 
Airtel money through friends, seconded by Airtel employees at 20%, television at 17%, 
radio at 14% and newspapers being the least at 3%. This means that of the six 
channels that Airtel uses to communicate to its customers, four (Friends, Employees, 
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Television and Radio) are relatively effective with word of mouth (friends) being the 
most effective channel with the highest respondents’ rate at 42%. The 42% from friends 
may be linked to the technical aspect of mobile money in general which requires that a 
user engages in a hands-on exercise to gain knowledge on usage hence friends prove 
to be handy to offer the technical know-how.    
  
In normal circumstances, It would have been expected that Airtel employees have the 
highest ranking in informing people considering that it is their day to day job as 
compared to customers getting firsthand information from friends . However, if we add 
up the percentage by mass media channels which were also initiated by Airtel, we could 
have had a sum total of 51 percent as being Airtel initiative alone.  However, there is 
room for improvement for Airtel employees under marketing department to up their 
game.  
 
On the other hand, these findings are in sharp contrast with the all media survey, 2014, 
done by Research Consortium Malawi which indicates that radio is the most effective 
tool of communication and recommends that commercial businesses (Airtel inclusive) 
should prioritize radio advertising to market its products and services including Airtel 
Money.  
 
 
 
Table 7:  Customers’ mobile money registration status  
 
 No of 
respondents 
Percentage 
Yes 35 36.8 
No 60 63.2 
 
Total 95 100% 
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Table 7 above shows that there are still customers who are not using mobile money 
despite being aware of the service. This confirms the researcher’s view that knowledge 
about mobile money service cannot be taken for granted to mean usage as mentioned 
earlier in table 6. There is need therefore to find out why the customers are not 
registering on mobile money.  
 
Figure 3:   Reasons for customers not registering on Mobile Money  
 
 
 
It is noted from figure 3 above that 46 percent of the respondents said they do not have 
time to do registration, while 30 percent said they have little information about Mobile 
money while the remaining 15 percent (excluding ‘other’ respondents) said it is difficult 
to understand and to operate. The respondents who said that they had no time to do the 
registration explained that they found the process to be too cumbersome hence it is a 
waste of their time. Other respondents simply said that they don’t see the benefit of 
registering on mobile money.  
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Comparatively, those who said ‘had no time to register’ owing to the fact that the 
process is ‘too cumbersome’ would waste even more time queueing in the bank than 
they would when transacting on mobile money. 
 
The respondents who had little information about the service said that they just enjoy 
the popular adverts playing, on radio and television, but ironically do not pay much 
attention to the messages being communicated. This is food for thought for Mobile 
money operators marketing teams. 
 
The 15 percent respondents who were not registered because the service is difficult to 
understand and operate could be linked to the in IT knowledge gap due to most people 
not being computer literate .   
 
 
Figure 4 below: what respondents use Airtel money for 
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Figure 4 above means that a lot of customers use the mobile money service for buying 
airtime only which is not the only intended purpose of the service. The results also 
indicate the under-utilization of the service by users as most of them are not able to 
multitask meaning not taking full advantage of all or most of the product offers available 
as evidenced by the diminishing percentage once the offers are combined (only 12 
percent usage for five product offers combined). Alternatively, the single usage of the 
product offering may also mean that customers are either not aware of the other 
facilities and benefits or the other services are simply not being marketed and promoted 
enough to attract more customers. 
  
In addition, the low percentage of 6 percent and 11 percent respondents who use 
Mobile money for bank transactions and receiving payments respectively could be a 
reflection of the partnership inefficiencies on the part of the Mobile money provider for 
system integration with banks or employers to which this researcher reckons could be to 
do with regulatory challenges.  Surprisingly, no respondent said they use the mobile 
money service for business account management despite some of the customers being 
business persons as indicated in their occupation.  
 
 
Figure 5: What would persuade usage among Non-users 
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Table 8: Customers’ awareness of Airtel money benefits 
 No of 
respondents 
Percentage  
Yes 81 
 
95.3 
No 4 
 
4.7 
Total 85 
 
100% 
 
Apart from the 4 percent , both registered and non-registered respondents in table 8 
showed that they knew the benefits Airtel Money with users attesting to the fact that 
they benefitted from the Malawi Vulnerability Assessment Cash (MVAC) programme 
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enabling them to have food. Non-users on the other hand, cited generic benefits such 
as being simple and convenient for lack of experience with the service. This implies that 
just knowing the benefits of mobile money may not be enough to persuade or compel a 
registered non user to adopt it unless they have practical experience to transact and 
reap its benefit. 
 
Airtel Mobile therefore need to do more than just popularizing mobile money benefits to 
persuade non users but actually have more product demos for customers to experience 
its benefits. This therefore by extension also means that apart from addressing issues 
raised under figure 8 in order to persuade customers to adopt mobile money, 
promotions that give chance for a hands on experience of the service would 
complement the usage drive.  
Although the 4% not aware of the mobile money benefits may appear insignificant, 
finically this translates into revenue lost to mobile money provider and agents hence the 
need to make them aware of the benefit for them to make informed choices. 
 
 
 
Table 9 :  Challenges faced by customers(Users) when accessing Airtel Money 
 No of 
respondents 
Percentage  
Yes 26 80 
 
No 7 20 
 
Total 35 100% 
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It is noted from table 9 above that  the majority of Airtel money registered respondents 
said that they have been disappointed several times when using the service, while a few 
respondents said they were positive experience when using the service. The customers 
complained of network failure as the biggest challenge and float unavailability among 
others. The customers complained that several times they have experienced network 
failure which results in duplicated transactions which inconvenience them. Other 
customers complained of float unavailability by agents which they said frustrated them 
as this defeats the whole incense of convenience of the service.  
 
Airtel needs to look into these matters seriously as they have an effect to the customer 
satisfaction and revenue as well since fewer transactions are performed. 
 
 
 
4.2.2  (2) Mobile Money Agents’ findings 
 
Table 10: Occupation of Mobile money Agents  
Category Number of respondents Percentage % 
Student 1 4 
Business Person 19 76 
Farmer 1 4 
Employed 3 12 
Other 1 4 
Total 25 100 
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Contrary to customer’s scenario where usage of the mobile money service varied , all 
the respondents among the mobile money agents said they used the mobile money 
service for business account management. This is expected as 76 percent of them are 
business persons plying the mobile money business as recorded on the occupation and 
agent number showing business account . 
 
 
Figure 6: Agent’s level of awareness of Airtel Money service 
 
 
Figure 6 indicates  Airtel money agents are knowledgeable about the services they 
offer. However, 23% of the agents respondents disagree that the agents have the 
knowledge about the service with 8% not sure.  This means that while most agents 
provide clear information to customers about the service there are still some agents not 
as effective  as evidenced by the 23% agents accepting the knowledge gap amongst 
them. 
For the 23% respondents who disagree, agrees with the findings that the researcher 
observed during data collection where by some agents failed to explain clearly some of 
the services offered by Airtel money and its operations.  These agents who fail to 
explain clearly, normally mislead customers and customers are not convinced, as such 
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the  customers do not get encouraged to register and use the service reulting in loss of 
revenue. 
 
 
Figure 7: Location of Airtel money agents  
 
The findings presented in Figure 7 means that Airtel has recruited reasonable number 
of agents covering most locations which makes it easier for customers to transact 
making the service easily accessible to all including the unbanked thereby making the 
service truly inclusive hence promoting financial inclusion. 
 
Figure 8: Float allocation process in Airtel money business is enough  
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The results in figure 8 above indicates that the agents are not able to provide enough 
float to serve customers satisfactorily due to not having enogh cash.   
The majority of Airtel money agents disagree that they have adequate resources to 
assist customers. This is also in agreement with customers concern that most agents 
lack adequate float to serve customers making them ineffective to assist customers 
satisfactorily.  
This is a serious matter that needs to be addressed by Airtel in making sure that they 
are engaging the effective agents with reasonable resources mainly cash as most 
customers complain that they fail to cash due to non-availability of cash with the agents 
which translates into less transactions and loss of revenue.  
 
This requires Airtel to be strict in recruit agents with the financial capital to invest in the 
business to avoid frustrating customer. Distributors too need to review their strategies 
on the allocation of float to agents as this has agreater impact to the operation of the 
service. 
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Figure 9: Airtel Commission to Agents   
 
 
 
 
From figure 9, it is clear that agents are satisfied with the commission they get from 
Airtel.  This make business sense and explains why the agents that are active have 
remained in this business. However, this could be happening due to not having stiff 
competition in the business hence Airtel needs to strategically incentivize the agents 
periodically.  
 
The flip side of the scenario could be the reason for agents not making every effort to 
have enough float knowing they will still have the commission no matter how little float 
they have thereby not serving customers satisfactorily. 
Those that are not sure are on neither side of the coin and Airtel need to wary of them 
as they could as well be on the dissatisfied bench hence can throw in the towel anytime. 
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Figure 10: Airtel staff support to agents 
 
 
 
From the figure above, one would say that  probably Airtel is doing well on providing the 
necessary support  to its partners as required of a principal. But for those who disagree 
complained that Airtel staff takes time to assist them whenever they seek help and time 
is of essence in business as delay mean loss of money/revenue.  For instance, if 
network is down and Airtel takes 2 full days to get it back then the result is loss of 
business to the agent and no service at all to the customer.  Airtel needs to be handy 
and prompt in resolving issues or giving necessary support to agents. 
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Figure 11:   Airtel Money system is always up and running  
 
Network reliability stands as a pillar for the operation of the service. The results from 
figure 11 above means that the network is not very reliable as it keeps going on and off 
which makes it difficult for the customers to perform the transactions. No any Airtel 
money service can be operational without network availability.  
 
 
4.3   Secondary Data       
4.3.1 Findings from Secondary Data  
From the literature review discussed in chapter 2 above, the following findings have also 
been discovered in connection with the research objectives.   
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4.3.2 A Comparative analysis of Airtel Money versus Telecom Networks Malawi 
(TNM) Mpamba: 
Table 11: Airtel/TNM Mobile money figures  
 Registered 
customers 
Active 
customers(Frequent 
mobile money 
users) 
Registered 
Agents 
Active 
agents(agents 
with regular 
transactions) 
Airtel Money 720,000 143,000 16,000 6,000 
TNM Mpamba 300,000 80,000 
 
4,000 2,000 
 
 
Figure12:  Airtel /TNM Customer market share 
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Figure 13: Airtel/TNM Revenue Market Share 
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i. Network availability 
 
 
Table 12: Radio Network availability Dec ’14 to March ‘15 
RNA% Dec-14 Jan-15 Feb-15 March-15 
2G Network 99.78 99.80 99.70 99.73 
3G Network 98.77 99.89 99.65 99.82 
 
Source: Airtel Networks Report 
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Availability of network is the engine of the mobile money service since its availability 
largely influences the ability of MMT providers to carry out transactions. Literature 
review found that Airtel had 85 percent geographical coverage but actual network 
availability during data collection was erratic at times hovering below the targeted 
monthly 99.8 percent.   When the network experiences delays, mobile money 
transactions are halted thus affecting the number of successful transactions in that 
period thereby affecting customer satisfaction. This study  found that  network 
availability for the central region and in Lilongwe in particular  was below the average 
target of 99.8 percent each month as indicated in the table 12 above:  
 
 
ii. Mobile money improves productivity 
This study found that  mobile money enhances productivity and promotes efficiency 
among the users in the developing world (Donner 2005) since it reduces logistical costs 
since the service increases reach, ability and mobility apart from increasing income.    
iii. Mobile money challenges  
Although mobile money has been making quick inroads globally, this study has found 
that its adoption is not without challenges which include fraud, Network problems, 
communication dynamics , rigid regulatory frameworks, cost and unavailability of 
services for special populations. These were found to be major deterrents to the 
successful operation of the service. 
  
This study found that the key to acceptance of mobile money transfer is in the hands of 
customers when they reach a defined point where advantages begin to outweigh 
disadvantages.  
The study also found that  awareness regarding the potentials that exist in the use of 
mobile phones and ICTs was also lacking (Adeya 2003). 
 
iv. Customer Care  
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Zeithaml, et. al. (1990), Bowen and Lawler (1990), Reichheld and Kenny (1990) and 
Schlesinger and Heskett (1991) cited the need for customer-contact personnel to "take 
responsibility, think for themselves and respond well to pressure from customers" 
(Schlesinger and Heskett, 1991).   They emphasized the importance of training and 
support in "communication, coaching and empowerment" for front-line workers such as 
agents.  
 
4.3.3 Chapter Summary 
This chapter dwelt on the analyzing the findings revealed after data analysis. 
Conclusion and recommendations pertaining to the findings of this study are presented 
in the next chapter which is chapter five.  
 
 
 
CHAPTER 5: CONCLUSIONS AND RECOMMENDATIONS 
 
5.0 Introduction 
 In this chapter the research findings are summarized, conclusion and 
recommendations to the study are drawn and research gaps are identified for future 
studies as the study aimed at assessing the impact of mobile money. The secondary 
research objective was to find out the come up with mechanisms which if implemented 
can improve the adoption of Airtel mobile money. 
 
5.1  Conclusions 
Four important questions were raised in this research. These are ;  How well  ‘Mobile 
Money’ is understood, How aware are people of the various mobile money offerings, 
How the slow uptake of mobile money  affects  both the organization and customers,  
and What mechanisms can be put in place to address the problems. 
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Based on the findings for this research, the following conclusions came out clearly 
regarding these research questions. 
 
 Customer knowledge about Airtel mobile money and its offerings 
The study findings have shown that customers are aware of Airtel mobile money but 
they are not fully utilizing the services offered by it, for instance, bank transactions as 
well as receiving payments. Airtel money has benefited customers in one way or 
another. For instance, it has brought employment to many people, it has introduced a 
secure reliable and efficient mode of money transfer, it has replaced banking services in 
some cases. It has provided alternative means of paying bills without necessarily 
travelling far or handling cash insecurely. 
 
 Communication channels 
The research findings have also revealed that the communication channels used to 
promote mobile money service are not as effective as evidenced by the customers who 
responded positively to being knowledgeable but could not translate that knowledge into 
usage of mobile money. Effective communication, especially used in commercial 
advertising, is intended to  persuade or lure people into action among others hence this 
study concludes that the communication is not action oriented enough to attract 
customers to adopt the service.  
 
 Intended purpose of Airtel money 
The study has revealed that most of the customers use the service only for buying 
airtime and sending money which is not the only services Airtel mobile money offers. 
Airtel mobile money offers a lot of services such as  bill payment, keeping money, 
receiving payment and bank transactions whereby Airtel money customers’ accounts 
are linked to their bank account that enables them to withdraw and deposit their money 
to their bank accounts through the use of mobile phones. This has led to customers 
being more productive and efficient .  
 
 Poverty alleviation  
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The study (both from primary and secondary data findings)  revealed that Mobile money 
in Malawi has assisted in alleviating poverty through  the Malawi Vulnerability 
Assessment cash (MVAC) and voucher programme as it has been used as a tool for 
disbursement of the required resources.  
 
  Creation of employment  
The research findings have shown that Airtel money alone has over 16,000 registered  
agents who would otherwise have been jobless without mobile money as a business. 
These agents are able to fend for their personal and family needs while they serve 
customers to cash in and withdrawal money among other things thereby contributing 
meaningfully to the country’s development, courtesy of Airtel money.  
 
The study however , also revealed that some agents do not have enough capacity to 
assist customers due to the fact that they do not invest enough cash to their business 
rendering them ineffectiveness which results in customer frustrations, loss of credibility 
and trust which leads in loss of revenue not only to them but to the organization as well.  
 
 Airtel network reliability 
From both Primary and secondary data, the study findings have also shown that the 
network is not very reliable as most of the times the customers fail to access the service 
due to network failure. This results in fewer transactions as well as duplicated 
transactions which lead to losses of revenue.   
 
5.2  Recommendations and Future Research Needs  
The results of this study  presents some useful strategies which mobile money 
operators , marketers and policy makers can employ to  promote financial inclusion 
using mobile money service.  
 
Marketers, for instance, need to use more hands-on promotions or product demos to 
help the customers experience the technology and reap from the benefits on offer in 
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order to excite them to adopt the service. Other conventional communication channels 
should be used to compliment the practical aspects of communication. 
 
This therefore entails that marketers need to invest more in brand ambassadors who 
should be dedicated to door to door product demostrations . 
 
Mobile money operators too need to be strict in recruiting distributors or agents with the 
required financial capital to invest in the business to avoid frustrating customers. 
Distributors on the other hand need to review their strategies on the allocation of float to 
agents as this has agreater impact to the operation of the service. 
 
This study also reckons that Mobile money operators need to establish more 
partnerships through bank and merchant integration so as to help customers to fully 
benefit from all mobile money offerings thereby making the service more efficient and 
truelly effective.      
 
From this study, it  has been established that registration process onto mobile money is 
cumbersome and too long a process to some people hence policy makers such as 
regulators need to ease certain requirements so as to help customers adopt the service 
without problems.    
 
Future Research: 
 
· There is need for research on Airtel money Users and ownership of conventional 
bank accounts since this has been identified as a missing link in the findings as 
the study did not interview the customers to find out their bank status. 
 
· Network failure occurrences have been a major concern for customers affecting 
their satisfaction. The study only interviewed Airtel customers and agents. There 
is need for a research to investigate the challenges of Mobile Network Reliability  
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by way of interrogating the regulatory statues regarding provision of a seamless 
network coverage to achieve a smooth Mobile Money Service.   
 
5.3 Chapter Summary 
 
The chapter above focused on the conclusions and recommendations that have been 
made from the survey findings and discussions. The findings from literature review have 
also been mentioned including the potential areas for further research 
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APPENDIX 1: Customer Questionnaire  
 
 Study Questionnaire  
Mobile Money Questionnaire 
The questionnaire is part of a study for the award of a Master of Public Administration 
(MPA) Degree at Bolton University, UK,  MIM campus. The research study is on the 
impact of mobile money in Malawi  with a special focus on Airtel Money as a case study. 
The study objectives of the research include :- 
-To evaluate the understanding of mobile money 
-To identify factors that  influence the adoption of mobile money  
-To explore socio-economic benefits of using mobile money 
I humbly request you to provide answers to the research questions pertaining to you as 
to whether mobile money has made a difference in the lives of Malawians .  
Be rest assured that all data collected will be used for academic purposes only   and all 
research ethics shall be followed.  
 
Section A:  General  Information 
Respondent’s Name  
Physical Address  
Location  
Phone Number  
 
Section B: Demographics 
ü Please tick where appropriate. 
Gender Male Female    
Age range 
 
18– 25 
years 
 
26 – 35 
years 
 
36 – 45 
years 
 
More than 
46  years 
 
 Page 
68    
Academic 
Qualification 
   Primary Secondary College University  Other  
Occupation Student Business 
person 
Farmer 
 
Employed Other 
 
 
1. Have you ever heard about Mobile Money? 
 Please tick 
Yes  
No  If NO:   Go to Non Users Section below 
 
 
Mobile Money users: 
2. Where did you first  hear  about Mobile Money from?  
 
 
Please 
tick 
Radio 
 
 
Newspaper 
 
 
Airtel employee 
 
 
Family member 
 
 
Friend 
 
 
Television 
 
 
Other 
 
 
 
3. Are you  registered on any Mobile money? 
 Please 
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tick 
Yes  
No  
 
4. Which of the two service providers are you registered on?  
 Please 
tick 
Airtel Money  
TNM Mpamba  
 
5. Why did you register with the above mentioned service provider? 
 Please tick 
 
Locally found  
Many friends are on it  
  
  
  
Other 
 
 
 
 
6. Which of the following reasons prompted you to adopt mobile money? 
 Please tick 
 
It is simple 
 
 
It is convenient 
 
 
It is cost effective 
 
 
It is secure 
 
 
It is easy to use  
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Other 
 
 
 
 
7. What do you use Mobile Money for? 
 
 
Please 
tick 
Keep money  
 
 
Send/Receive money 
 
 
Buy airtime 
 
 
Pay utility bills 
 
 
Bank transactions 
 
 
Business Account 
Management  
 
 
Receive payment 
 
 
Other 
 
 
 
8. What has changed since you started using Mobile money? 
 Please tick 
 
I am able to multi-task 
 
 
I save time and money  
 
 
I feel empowered economically 
 
 
I access my bank account online  
 
 
I buy online  
 
 
Other 
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(i) Non-Users of Mobile Money: 
9. Have you ever heard about Mobile Money? 
 Please tick 
Yes  
No  
 
 
10. Where did you first hear  about Mobile Money from?  
 
 
Please 
tick 
Radio 
 
 
Newspaper 
 
 
Airtel employee 
 
 
Family member 
 
 
Friend 
 
 
Television 
 
 
Other 
 
 
 
 
11.  Can you mention any two mobile money service providers you know?  
 Please 
tick 
MTL  
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Access  
Airtel Money  
TNM Mpamba  
Airtel Malawi Limited  
Telecom Networks Malawi  
 
12. Are you a registered on any Mobile money? 
 Please 
tick 
Yes  
No  
 
13. If not registered, please indicate why? 
 Please tick 
 
No ID to use for registration  
 
 
Can’t  see the benefits 
 
 
No time to do the registration 
 
 
Little information about Mobile 
money 
 
 
It is difficult to understand 
 
 
It is difficult to operate 
 
 
Negative comments from other 
users  
 
 
Other 
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14. Are you aware of the benefits of using mobile money?  
 Please 
tick 
Yes  
No  
 
15. If yes, please mention 3 reasons? 
 Please tick 
 
It is simple and easily accessible 
 
 
It is secure 
 
 
It is convenient and cost effective 
 
 
It is instant and saves time 
 
 
It is economically empowering to all 
 
 
It is a social cash transfer tool for 
poverty alleviation 
 
other  
 
 
16. Would any of these points persuade you to adopt Mobile money? 
 Please tick 
 
Owning a handset   
 
No ID requirement for registration  
 
 
Simplified registration process 
 
 
Availability of localized and easy to 
follow product information 
 
 
Removal of Agent’s commission  
Other   
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SECTION C:  Mobile money users 
Use the following scale of 1 to 5 to rate the statements below or yes and no and 
provide explanation: 
1. Strongly Agree    
2.  Agree    
3.  Neither agree nor disagree 
4.  Disagree   
5. Strongly Disagree 
 
17. Adoption of Airtel Money helps in alleviating poverty  
Strongly 
Agree 
Agree Neither agree 
nor disagree 
Disagree 5. Strongly 
Disagree 
1 2 3 4 5 
 
 
18. Airtel money helps to decrease the vulnerability of the poor 
Strongly 
Agree 
Agree Neither agree 
nor disagree 
Disagree 5. Strongly 
Disagree 
1 2 3 4 5 
 
                 
19. Airtel Money provides the platform for financial inclusion  
Strongly 
Agree 
Agree Neither agree 
nor disagree 
Disagree 5. Strongly 
Disagree 
1 2 3 4 5 
 
20. Airtel money is a safer way to make payments than cash payments 
Strongly 
Agree 
Agree Neither agree 
nor disagree 
Disagree 5. Strongly 
Disagree 
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1 2 3 4 5 
 
 
21. Transacting on Mobile money is simple and fast. 
Strongly 
Agree 
Agree Neither agree 
nor disagree 
Disagree 5. Strongly 
Disagree 
1 2 3 4 5 
 
22. Has Airtel Money met your expectations ?      
 
i) Yes                                                                                                                                                                                                                         
 
ii) No                                                                                                                  
If yes, please explain how? 
 
 
If no, please explain 
 
 
23. Have you ever met  any challenges when using Airtel Money? 
i)   Yes                                                                                                                          
 
ii)   No                                                                                                                  
 
If yes,  please explain how 
  
If no,  please explain 
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24. In your own experience please share the problems you usually face when 
accessing/using the service? 
 
·  
·  
·  
·  
·  
 
 
25.  Please share suggestions on what you think that Airtel should do to 
improve on Airtel money 
 i, Things that should be continued; 
 
 
 
 
 ii, Things that should be stopped 
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 iii, Things that needs to be improved 
 
 
 
 
 iv, Any other comments 
 
 
 
 
Your precious time spent in completing this questionnaire is highly appreciated.  
Thank you. 
Please Note: Signing is optional ………………………………………………………………. 
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Appendix 2: Agents Questionnaire 
 
Research Questionnaire for Airtel Money Agents 
The questionnaire is part of a study for the award of a Master of Public Administration 
(MPA) Degree at Bolton University, UK, MIM campus. The research study is on the 
impact of mobile money in Malawi with a special focus on Airtel Money as a case study. 
The study objectives of the research include:- 
-To evaluate the understanding of mobile money 
-To identify factors that influences the adoption of mobile money  
-To explore socio-economic benefits of using mobile money 
I humbly request you to provide answers to the research questions pertaining to you as 
to whether mobile money has made a difference in the your life .  
Be rest assured that all data collected will be used for academic purposes and all 
research ethics shall be followed.  
 
Section A:  General  Information 
Respondent’s Name  
Physical Address  
Location  
Agent Number /Business Account  
 
Section B: Demographics 
ü Please tick where appropriate. 
Gender Male Female    
Age range 
 
18– 25 
years 
 
26 – 35 
years 
 
36 – 45 
years 
 
More than 
46  years 
 
Academic 
Qualification Primary Secondary College University  Other  
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Occupation Student Business 
person 
Farmer 
 
Employed Other 
 
 
 
 
26. Where did you first hear about Mobile Money? 
 Please tick 
Yes  
No  
 
 
27. How did you know about being a Mobile Money Agent ? 
 
 
Please 
tick 
Radio 
 
 
Newspaper 
 
 
Airtel employee 
 
 
Family member 
 
 
Friend 
 
 
Television 
 
 
Other 
 
 
 
28. Are you a registered on any Mobile money?  
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 Please 
tick 
Yes  
No  
 
29. Which of the two service providers are you registered on?  
 Please 
tick 
Airtel Money  
TNM Mpamba  
 
30. Which of the following reasons prompted you to adopt mobile money as a 
business? 
 Please tick 
 
It is simple 
 
 
It is convenient 
 
 
It is cost effective 
 
 
It is secure 
 
 
It is easy to use 
 
 
Other 
 
 
 
 
31. What do you use your Mobile Money account for? 
 
 
Please 
tick 
Keep money /float 
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Send/Receive money 
 
 
Buy airtime 
 
 
Pay utility bills 
 
 
Bank transactions 
 
 
Business Account 
Management  
 
 
Receive payment 
 
 
Other 
 
 
 
32. Which of the following reasons prompted you to become a mobile money 
Agent? 
 Please tick 
 
It is simple 
 
 
It is convenient 
 
 
It is cost effective 
 
 
It is secure 
 
 
It is easy to use 
 
 
Other 
 
 
 
 
33. What has changed since you started using Mobile money as a business? 
 Please tick 
 
I am an entrepreneur 
 
 
I save time and money  
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I feel empowered economically 
 
 
I access my bank account online  
 
 
I buy online  
 
 
Other 
 
 
 
34. Which of the following transactions do you process the most: 
 Please tick 
 
 
Cash transfers 
 
Bill payments  
 
Airtime purchases 
 
New Registrations  
 
 
 
Other 
 
 
 
 
Use the following scale of 1 to 5 to rate the statements below: 
1.Strongly Agree, 2. Agree, 3. Neither agree nor agree, 4. Disagree, 5. Strongly 
Disagree 
35. Airtel gives reasonable commission 
Strongly 
Agree 
Agree Neither agree 
nor disagree 
Disagree 5. Strongly 
Disagree 
1 2 3 4 5 
 
36. Airtel Staff gives timely support  
Strongly 
Agree 
Agree Neither agree 
nor disagree 
Disagree 5. Strongly 
Disagree 
1 2 3 4 5 
 
37. Airtel Money system is always up and running 
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Strongly 
Agree 
Agree Neither agree 
nor disagree 
Disagree 5. Strongly 
Disagree 
1 2 3 4 5 
38. Float allocation process is good 
Strongly 
Agree 
Agree Neither agree 
nor disagree 
Disagree 5. Strongly 
Disagree 
1 2 3 4 5 
39. Airtel provides enough visibility materials 
Strongly 
Agree 
Agree Neither agree 
nor disagree 
Disagree 5. Strongly 
Disagree 
1 2 3 4 5 
40. In your own experience,  please share the problems you usually face when 
operating your agent role  on the service? 
 
·  
·  
·  
·  
·  
 
 
 
41. Please share suggestions as an Agent on what you think Airtel should do 
to improve on Airtel money 
 
 i, Things that should be continued; 
 
 
 
 
 ii, Things that should be stopped 
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 iii, Things that needs to be improved 
 
 
 
 
 iv, Any other comments 
 
 
 
Thank you for your time in completing this questionnaire. 
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Appendix 3: Map of Lilongwe 
Map showing Central Region of Malawi  depicting Lilongwe district  where sample population was 
picked. 
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Lilongwe District where the survey was conducted 
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Part of Lilongwe  where Airtel Network was around 98.7 percent  between January  and  March 2015. 
 
 
